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WElCOME lEttER
Social marketing is a powerful tool for individual and social change which has been used 
by governments and not for profit organizations for nearly 40 years. Although most often 
associated with health and road safety, social marketing can be implemented across a 
wide spectrum of behaviours and is a credible approach to behaviour change endorsed 
by governments and NFPs worldwide.
The Australian Preventative Health Taskforce, for example, outlines a series of 
recommendations that are aimed at changing the choices that Australians make through 
the use of effective social marketing strategies.  Australia has a vision to become 
the healthiest country by 2020.  Social marketing and the nonprofit sector are both 
central to achieving the vision.  The Healthy Australia 2020 report places an emphasis 
on government, community groups and industry working together. The aim of this 
conference is to encourage, highlight, and promote such collaborative relationships 
between the social marketing academy and key stakeholder constituencies.
The International Nonprofit and Social Marketing (INSM) 2010 conference jointly hosted by Queensland University of 
Technology (QUT) and Griffith University was held in Brisbane, Australia on July 15 and. INSM 2010 received over 
80 academic paper submissions from 10 countries including Canada, Australia, Vietnam, Hong Kong, US, Georgia, 
UK, Ireland, India, New Zealand and 25 case study submissions from social marketing practitioners in Australia, 
New Zealand, Canada, US and Hong Kong.  Papers presented at INSM 2010 have been through a rigorous review 
process.  Academic papers were subjected to a triple blind review process and case studies were reviewed by 
a panel.  The proceedings of this conference meet the E1 requirement of the Australian Federal Government for 
research publications.  
INSM 2010 explores specific issues including food, obesity, tobacco, alcohol, environment, travel, health management 
in addition to debates on social change.  
Interest and subsequent participation from industry was strong and has served to meet our conference theme of 
connections.  INSM 2010 established links between industry partners such as Queensland’s Department of Health, 
Bankstown Women’s Health Centre, Cancer Council Queensland, Drug and Alcohol Services South Australia, SA 
Health, and Colmar Brunton Research and University researchers.  
thanks to the Organising Committee:
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Nonprofit Sector liaison:  Dr Wendy Scaife, QUT
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Swelling social need and competing calls on government funds have heightened the 
philanthropic dollar’s value. Yet, Australia is not regarded as having a robust giving culture: 
while 86% of adults give, a mere 16% plan their giving with those who do donating four times 
as much as spontaneous givers (Giving Australia, 2005).  Traditionally, the prime planned 
giving example is a charitable bequest, a revenue stream not prevalent here (Baker, 2007).  In 
fact, Baker’s Victorian probate data shows under 5% of estates provide a charitable bequest 
and just over 1% of estate assets is bequeathed.   The UK, in contrast, sources 30% and the 
US 10% of charitable income through bequests (NCVO, 2004; Sargeant, Wymer and Hilton, 
2006).  Australian charities could boost bequest giving. Understanding the donor market, 
which has or may remember them in their will is critical.  This paper reports donor 
perceptions of Australian charities’ bequest communication/ marketing.  The data forms part 
of a wider study of Australian donors’ bequest attitudes and behaviour.  Charities spend 
heavily on bequest promotion, from advertising to personal selling to public relations and 
promotion.  Infrastructure funds are scarce so guidance on what works for donors is 
important.  Guy and Patton (1988) made their classic call for a nonprofit marketing 
perspective and identify the need for charities to better understand the motivations and 
behaviour of their supporters.  In similar vein, this study aims to improve the way nonprofits 
and givers interact; and ultimately, enhance the giving experience and thus multiply planned 
giving participation.  Academically, it offers insights to Australian bequest motivations and 
attitudes not studied empirically before. 
Method 
 
A survey instrument applied in the US and UK marketplaces (Sargeant and Hilton, 2005; 
Sargeant, Wymer and Hilton, 2006) was refined following a literature review and three 
focus groups.  Two groups were with bequest officers from various causes to draw upon 
their understanding and language.  A third canvassed people who had included a 
charitable bequest in their will, for their terminology and attitudes.  An advisory panel 
comprising bequest specialists also provided feedback on the final 30-question survey.  
The bequest communication/marketing was probed through closed and open-ended 
questioning.  The open-ended mechanism captured particular respondent experiences and 
suggestions.  The piloted survey was circulated through six partner charities to a random 
donor selection, covering both bequestors and non-bequestors for comparison.  Surveys 
were returned in a reply paid envelope to the university.  Some 3184 invitations were sent 
and 1030 responses generated, a 32% response rate, which does flag the caution of a 
possible non-response bias.  SPSS obtained descriptive statistics and qualitative research 
tool NVivo7 was applied to distil themes from the open-ended responses.   The advisory 
group helped with discussion of the data and its implications. 
 
Results and Discussion 
 
Respondents believe Australian charities should better communicate with them about 
bequesting.  More survey participants perceived charities could lift their practice (44%) 
than were satisfied (32%).  Almost half of all bequestors (49%) wanted a better bequest 
‘ask’ compared to 37% of non-bequestors.  In keeping with overseas findings (Sargeant 
and Hilton, 2005) bequest pledgers were particularly alert to the charity’s communication 
with them, perhaps as decision reassurance.  Like their UK counterparts, Australian 
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respondents were comfortable with mail and bequest mentions in the organisation’s 
publications (Sargeant and Jay 2002).  Nine key suggestions emerged, listed below in 
priority order with illustrative quotes from the open-ended response device beside. 
 
Donor recommendations  Illustrative comments 
Charities should not be too 
persistent or pushy when 
seeking bequests 
Do not be too aggressive about it;  …lately there is 
an unwelcome insistence (some might say bullying) 
that makes no appeal to me and which I resist 
Community awareness is low 
and needs to be carefully 
lifted.  
Suggestions for media 
outlets:  bus stops, 
government campaign, 
workplace presentations. 
More promotional campaigns to educate people and 
to ask them directly to leave a bequest. 
Advertising would be a good way but unfortunately 
that costs money that could be used for [name of 
cause]… 
I really dislike all the advertising material sent.  I 
feel it is a waste of money. 
Demonstrate how bequest 
funds are/will be spent. 
Communicate the ways bequests might have a 
different value/purpose to donations made now 
A better understanding of, 
and process help is needed.   
Make it easy, put instructions on websites, provide 
free legal assistance etc. 
This choice is deeply personal 
and individual.  
I think that if a person wants to leave something they 
know within their own heart long before they pass. 
Approaches by charities need 
always to be sensitive.  
...always a delicate matter. …sometimes a charity 
asking for bequests can make one feel guilty. 
Emphasise the cause and 
value to their organisation 
... any earning a bequest will need to be persuasive 
as to the worth and significance of its cause. 
Highlight the many donor 
benefits. 
My bequest is made because [charity] have offered 
me something in return…, which is important to me. 
 
These results suggest bequest marketing is keenly sensitive and ideally calls for individual 
outreach.  Yet numbers, geography, resources and the fact that any donor may bequest make 
some mass marketing inevitable.  The need for a broader climate that reshapes Australian 
bequest norms is identified, and given the very gradual success of similar overseas initiatives 
(Dauncey, 2005) may be worthy.  So too is the role for some pragmatic process help.  A key 
missing message from charities appears to be how bequest funds will be applied differently to 
a standard donation.  A greater trigger to give in this special, potentially large way is being 
sought by donors but not often proffered by charities. 
 
Conclusions and implications 
 
This research points to half of existing bequestors being critical of bequest marketing 
prompting concern for how charities are currently allocating their marketing spend and key 
messages.  Various tensions emerge: mass versus individual, needing to highlight but never 
pressure, the imperative to find benefits that appeal to the donor while still retaining the 
essential altruism of giving behaviour point to bequest marketing being a sophisticated 
practice that would do well to be informed by as much individual donor research as possible.  
Given the advantages of new technology, nonprofit marketers may be able to better resolve 
these tensions and garner the input of this planned form of giving in larger numbers.  
Meantime, the imperative is to promote bequests, using sensitive language and approaches, 
building a case for special ongoing future need, and helping people through what is perceived 
as a cumbersome and offputting process for this largely unheard market.  
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